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Abstract 
The development of mobile Internet has made mobile interactive 
advertising the hottest advertising form adopted by all brands. The 
characteristics of mobile advertising allow consumers to have the opportunity of 
direct communication with brands, which creates consumers’ brand experience. 
How is consumers’ perceived interactivity when involving in mobile advertising? 
Do the perceived interactivity affect consumers’ experience? Which factors have 
significant influence on it? 
After doing the literature review of interactivity advertising both in China 
and abroad, this research includes both perceived interactivity and consumers’ 
brand experience as variables, and a relationship model between them has been 
constructed. To prove the research hypothesis and relationship model, this 
research takes Alipay (one of China’s third-party online payment) as an example, 
measuring and exploring the dimensions of perceived interactivity and brand 
experience as well as the relationship between them by researching 356 mobile 
interactive advertising audience who are involved in the "red envelope" fever. 
The research result consists of two parts: perceived interactivity and its 
effects on brand experience. Firstly, in the perceived interactivity part, the result 
shows that consumers’ perceived interactivity degree when involving in mobile 
interactive advertising is different. Consumers firstly perceive the instant 
participation, connecting humor the second, two-way communication and 
interpersonal communication the third. Secondly, in the effects part, the result 
shows that the perceived interactivity has significant positive effects on the 
brand experience, but not on all dimensions. In the dimension of sensory 
emotional experience, connecting humor, instant participation and interpersonal 
communication have significant positive effects from the strongest to the 
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interpersonal communication make a difference; In the dimension of related 
experience, interpersonal communication, connecting humor and instant 
participation exert an influence from the strongest to the weakest. Two-way 
communication was found no significant effects on perceived interactivity. 
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1 绪  论  
1.1	   	   研究背景与研究意义 	  





到消费生活的方方面面。根据 13 年 Gartner 信息技术研究和咨询公司一组数据
显示，2014 年全球移动广告支出较 2013 年（131 亿美元）大幅增加，预计将达
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